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1．問題意識
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Organizational Marketing Activities in Korean Shopping Streets:
A Case-Study Analysis
Dohyeong RYU, Narimasa YOKOYAMA
Abstract
This paper examines the effectiveness of marketing activities organized by small and 
medium-size retailers. The analysis is based on a case study of the impact of organized 
marketing activities in a famous shopping street in Seoul, South Korea. It is shown that 
the successful holding of bargain sales initiated by a union president provided an impetus 
for the subsequent participation of other commercial companies. This evidence suggests 
that the initial marketing efforts by a group of retailers have the potential to produce 
synergistic effects and provide incentives for wider organizational marketing activities.
